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Presentation Overview

• Flex Your Power
• 2004 Appliance Marketing and Outreach
• Early Retirement: How to Approach the 

California Population
• Work in Progress: Our Experience Building 

an An All-Appliance Recycling Program 
• Marketing and Partnership Ideas 



Flex Your Power Overview

• Mission: Save energy and grow the 
marketplace

• Long Term Goal: 20% increase in energy 
efficiency by 2020

• Tactics:marketing outreach partnerships, 
leveraging

• Flex Your Power “call to action”; high brand 
recognition

• Raise awareness, lock-in energy efficiency to 
“keep the lights on”



Flex Your Power Campaign

• Save money, energy and the environment 
“together”

• Consumers buy some efficient products, but 
unaware of range of possible purchases 

• The most effective advertising entertained, 
then featured energy efficiency 

• Consumers want to be reminded how 
behavior can extend (“It’s a Way of Life”)

• Strong response to energy efficiency when 
both saving money and the environment



Appliances: Commercial

QuickTime™ and a
YUV420 codec decompressor

are needed to see this picture.



Appliances: Counter Card



Early Retirement: Untapped 
Energy Efficiency Gains

• Reduce grey market
• Reduce dumping
• Shorten product life cycle of less 

efficient models
• New opportunity to grow market 
• Connects energy efficient purchases to 

the environment through recycling



California Recycles - Easy “In” 
to Early Retirement

• Population that is strong in favor of recycling; 
“good thing” that helps environment

• Main motivators: 
– (1) Social responsibility 
– (2) Money

• Main Obstacles: 
– (1) Convenience 
– (2) Confusion 
– (3) Ignorant about programs



California Rebated Appliance 
Recycling

• Only refrigerators, freezers
• Bound by Total Resource Cost (TRC) 
• Establishing year of appliance
• “Working condition” of appliance
• Lag time between pick-up/drop off
• Utility-territory specific



Key Factor: Retail Partner

• 34% of refrigerators and freezers replaced 
are nonworking or require costly repairs

• 97% of retailers remove old appliances when 
delivering new 

• 54% of participants in NYSERDA’s Keep Cool 
program learned of the opportunity from 
retailers



Pilot Partner

• Variety of utility areas, store sizes, volume
• Coordinate with existing retailer delivery/haul-

away program
• In-store POP, outdoor signage; willingness to 

increase visibility and be a messenger
• Clear understanding of city/property 

management stands on signage, containers
• Informed and enthusiastic staff
• Identified staff leads to inventory, secure 

haul-aways



Processing Partner

• Certified destruction
• Tracking 
• Specialty containers - permanent signage
• Flexible, regular pick/up and exchange
• All appliances
• Due diligence



Marketing Appliance 
Recycling: Close the Loop

• Point-of-Purchase
• Outdoor signage
• Identify key traffic flows in stores, on 

highways for maximum exposure
• Support existing utility incentives 
• Leave-behind materials w/delivery



“Leave Behind”



Container Signage



Channel Card



Recycling Card



Plans for 2005

• Additional permanent  signage
• Target likely replacements through 

partnerships with manufacturers
• Cooperative marketing and outreach 

with all partners


